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NOTES 


DEPARTMENT 


@ THANKS to all of you who have writ 
ten us such wonderful back-slapping 
letters about the October “How to Think 
About Direct Mail” feature. We tried 
hard to make it good. Must have suc 
ceeded. At least four colleges have 
already arranged to make the outline 
a basis for a direct mail course. Many 
companies have ordered extra copies 
for internal training programs. We are 
now in the process of having the 45 
page article reprinted in a 6" x 9" book- 
let form. Will soon be available for one 
dollar . . . although some of our friends 
urged a $5. or $10. price. We'd rather 
see widespread distribution in the in 
terest of better direct mail generally. 
Will try to figure on some sort of a fair 
bulk price. 

Incidentally. we are already at work 
on next year's pre-convention issue. 
It's all planned and information being 
collected. Another textbook or training 
style presentation. Better than this year. 

But now it's time to get down to the 
monthly job of keeping you informed 
and filled with ideas. 


eee 


@ FOR NEW READERS ... and there 
are so many of you. This Short Motes 
Department is a sort of conversational 
review of news and ideas which crossed 
the editor's desk during past thirty days. 
Read it with pencil in hand. Check 
those items on which you or your sec 
retary should do something . « like 
write for a sample, ask for more infor 
mation. Use this department for getting 
acquainted with the folks who are active 
in direct mail work. Articles and items 
requiring fuller explanation will be 
found in other parts of each issue. Get 
in the act” yourself. Send us samples 
of your work, suggestions. problems or 
squawks. 
_ 


eae 


@ CONGRESS passed the postal rcte 
increase bill on Friday. October 19th. 
The President signed on October 3)th 
Here's the time schedule! 

On January 1, 1952. Postal Cards will 
jump to 2 cents. If you are planning last 
shot mailings at Il¢ rate better order 
your stock now. 

Special services will be increased on 
January 1. Complete details in next 
issue. 

Second class increased rates will be 
effective on April | The new third 
class rate of 1'/.¢ minimum per piece on 
bulk mailings will not be in effect 
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until July 1, 1952. When asked whether 
he thought the new rates would seri 
ously hurt direct mail, this reporter re 
sponded “No.” We will have more tc 
say in future issues. Mailers will prob 
ably figure more carefully on economies 
in production: lists will be trimmed and 
improved ... but direct mail will con 
tinue unabated as long as it remains 
effective. We'll try to help in keeping 
it so. 


@ A SAD TRIP to Washington. D.C. on 
October 7th to attend funeral services 
for a brilliant young woman... a long 
time friend. Many people in direct mail 
knew her... since she was a moving 
figure behind the scenes to stop foreign 
propaganda in the mails. She was Wil 
liam Power Maloney’s assistant at the 
Department of Justice during prosecution 
of George Sylvester Viereck: Ham Fish's 
secretary: and the many distributors of 
mailed propaganda. She was one of 
the few women attorneys admitted to 
practice before the Supreme Court. This 
reporter had her efficient guidance when 
he was writing “Black Mail” and “It's 
a Secret.” 

Jean Myer was stricken with unsus 
pected cancer on Decémber 28, 1950... 
and died nearly ten suffering months 
later in spite of the herculean efforts 
of Walter Winchell, The Runyon Fund 
and all her friends to save her. But it 
was too late. At time of her death she 
was associated with law firm of Posner. 
Berge. Fox and Arent. which represent 
the Associated Third Class Mailers. 

Flowers for Jean should be in the 
form of checks to the Runyon Cancer 
Fund. 


@ AN INSPIRING MEETING on October 
lith in the Roosevelt Grill with Cal 
Farley. visiting New York for the World 
Series. Cal is the old time baseball 
player turned successful business man 
who retired a few years ago and organ 
ized Boys Ranch at Amarillo, Texas. 
We reprinted one of his unique money 
raising letters in the February 1951 
issue (see page 25). Wish we had room 
for the whole remarkable story. but it 
has been printed in Readers Digest. 
Saturday Evening Post... and Collier's 
(we understand) is planning a feature. 

Cal and all directors serve without 
pay. Take in homeless boys or those 
who have gotten into jams with the 








N g of a series of people YOU 
0. have on Your Mailing List. 


He goes through his mail on the train. 


Just picture him trying to write his 
name and address on rolling wheels. 
It will be as hard to decipher as the 
scribbles of a three-year-old. That's 
where REPLY-O LETTER comes in! 
The card needs no pencil, pen or 
fill-in. And the (already filled-in) 
reply card travels in an exclusive 
slip-out pocket 


Ils it any wonder that returns are up 
to 50% better for users? And o 
lower costs! Example 
we hove used well over a half million 
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For each dollar raised by mail 

at least nine dollars is actually 
spent on the boys. . some of it in 
donated services and supplies. Far 
different from some of the rackets where 
most of the money goes to promoters. 
While Cal was in New York he read 
about the 6 year old boy arrested for 
burglary. He saw the police. magistrate. 
district attorney got the boy put 
in his custody. A hard boiled police 
lieutenant was so amazed at Cal's work 
that he took his annual vacation and 
drove the boy to Texas at his own ex 
pense If you are interested in seeing 
some of the Boys Ranch promotion ma 
terial write to Cal Farley. Boys Ranch 
Box 1890. Amarillo. Texas. You'll be 
inspired 


@ WE WONDERED in October issue 
how many schools used “house maga 
zines to parents . In commenting on 
good job of Garden City (N. Y.) Public 
Schools. Natalie Bonis of The American 
School Publishing Corp.. 470 Fourth 
Ave.. New York 16. N. Y. answered the 
question neatly. The November 1951 
issue of “The School Executive” carries 
on pages 51 and 52 a feature article on 
subject. School systems publish more 
than ten million house magazines an 
1ually Seems to be a trend. Most 
were started since January 1946. 


@ HURRAH AGAIN! On October 28th 
1 jury in Federal Court (N. Y.) convicted 
the tv promoters of phoney cancer 
fund drives (dollar bill stunt) of mail 
fraud Judge Samuel Kaufman sen 
tenced Joseph Brandt to 3'/2 years in 
jail: Sidney Greenberg drew a 2'/2 year 
penalty. Both got a five year probation 
period after serving sentences. This 
ase was a disgrace to the whole direct 
mail fraternity It should serve as a 
lesson to all those who think it's smart 


or profitable to cheat by mail 


@ THE LATEST ANNUAL REPORT of 
the Harris-Seybold Company. Cleveland 
5. Ohio is a glamorous job. Twenty 
eight pages. 8 by 11 and stitched on 
Produced (naturally) 

Cover is beautiful 


the narrow side 
entirely in offset 
with a reverse-line drawing technique 
hard to explain in mere words... but 
the sketched figures suggest many of 
the daily situations in which the im 


pact of the graphic arts is felt 


@ EVERY DIRECT MAIL PIECE should 
carry the name and address of the 
sender so the rule books say. And 


that applies to each component part 
of the mailing. A sharp-eyed Reporter 
reader recently received a 7'/4 by 45% 
inch, 12-page booklet from Scribner's. 
advertising Christmas books for child- 
ren. Inside the booklet was an order 
post card addressed to the Scribner 
Book Store. But nowhere in the booklet 
either displayed or in the copy. was the 
name “Scribner” mentioned. Perhaps 
it is a syndicated booklet offered to 
many book stores but some way 
should be found to put the sender's 
name and address on the booklet. What 
happens if the order card is lost? 

Now that postage rates will be higher 

. maybe we will all be more careful 
to make every single piece as effective 
as possible. The Reporter will have 
much more to say on this subject in 
the months to come. Next month. for 
example. we are starting a series of 
articles on how to save money on 
mailing costs. First article by Ed Husen 
of Detroit. who has done such a won 
derful job of writing production manuals 
for the Mail Advertising Service Asso 
ciation. 


@ A STRIP TICKET IDEA was used by 
George Wilt of the Washington (D.C.) 
Post for promoting resort and travel 
advertising in special vacation editions. 
A standard envelope (typical of those 
used by ticket agents) carried this 
teaser copy: “Here is your ticket for 
more vacation business! Inside the 
envelope—a strip ticket on safety paper 
divided into seven perforated sections 
emphasized: “ONE WAY to get your 
share of vacation business.” Each part 
of the strip ticket carried a sales pitch 
on the importance of advertising in the 
Washington Post with information 
on dates of special issues. how to make 
Should be a 


among travel 


reservations, and rates 
real attention-getter 
minded people. 


@ “ART GRAPHIC” has come up with 
another good stunt. He is the fictitious 
character promoting the services of 
The McArdle Printing Company. Inc 
24th & M Streets. N. W.. Washington 7 
D. C. But rumor has it that Boyce 
Morgan really guides Art Graphic’'s 
hand For his October mailing. Art 
started the “world’s latest newspaper” 
with Volume 1. Number |. A 6 by 9 inch 
single page sheet. printed on both sides 
in newspaper style Copy is corny 
but clever. Mixed in with the burlesqued 
reportine are a few good ideas on 
printing 


@ PARRAKEET OWNERS in the direct 
mail field (if there are any) might be 
interested in the information that you 
can now teach your parrakeet to talk 

by the simple device of buying a phono 
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graph record by 

of the record is a short 

d pupil 
of a parrakeet The other side re 
produces the actual voice of a parrakeet 
(300 word vocabulary) trained by this 
method. Record is available from the 
producer, Arthur C. Barnett, 520 North 
Michigan Avenue, Chicago 11. Illinois 
Price is $1.95. It's a wonderful world 


we live in! 


structions on how to make a 


@ FORGET-ME-NOTS are being used 
by the Radio Corporation of America 
Tube Department. Harrison, N. J. as the 
promotional theme of a campaign de 
signed to remind purchasers of in 
dustrial and broadcast tubes that RCA 
has them to sell Hundreds of tube 
distributors recently received a 1 by 
4.5 by 234 inch box ontaining an 
artificial cluster of forget-me-nots with 
a small envelope containing a card 
signed by Advertising and Sales Pro 
motion Manager Larry LeKashman 
reminding recipients to ask RCA repre 
sentatives about new personalized pro 
motion. The teaser mailing was followed 
either by mail or by salesmen with a 
28-page portfolio outlining the forget 
me-not campaign and describing the 
advertising material (including direct 
mail) available to distributors Fine 
job 


@ WHAT'S THIS DEPARTMENT? Ad 
vertising Agency magazine for Octo 
ber 1951 carried an “Agency Forum” on 
page 5l. The question asked of six 
experts in the agency field reads 
Does media advertising and promotion 
in general do its sponsors justice? 
Here is the answer given by John W. 
Davis, media director of Honig-Cooper 
Company. San Francisco. California 
This is a difficult question to answer 
Media advertising takes many forms 
and has varied appeals. By and large 
I would say that it is effective and can 
be classified as ‘good advertising Of 
course, much of the direct mail material 
is worthless, but isn't that true pretty 
much of all direct mail? Mr. Davis 
should have attended the Milwaukee 
Convention to hear the fine talk by 
John R. McAlpine of the J. Walter 
Thompson Company. Detroit, Michigan 
about how the Ford Motor Company 
and the Thompson agency feel about 
direct mail Some of our California 
readers should tell Mr. Davis what they 
think of his asinine statement 


@ DEMONSTRATIONS BY MAIL are not 
always possible But if you have a 
product which can be demonstrcted 

it is a good attention-getter. Dave 
Goldwasser of the Atlanta Enve!ope 
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Company. Atlanta 1. Georgia told us 
about this case at the Milwaukee Con 
vention: The Master Builders Company 
of Cleveland, Ohio made 
mailing to prospects for concrete floors. 
Sent a compact box containing a sam 
ple of Masterplate Iron Clad Concrete 
Floor. a bottle of natural aggregate and 
iron. and a hammer Small 
told how to make an actual 
two samples and described 
(Try to beat 
two samples.) 


an unusual 


ne of 
booklet 
test of the 
iron 
Reply 
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@ CONGRATULATIONS to Beckett 
Paper Company. Hamilton. Ohio for de 

eloping ar excellent aud helpful idea 
in sampling. At frequent intervals the 
Advertising Department issues a “Bec 
kett Sample Packet . a9 by 12 inch 

wing affair with an extra folded center 
to provide a pocket. Inside the 
. a collection of about a dozen 


flap 
pocket 
recent examples of good printing. Cov 
letterheads, folders, etc. Inside front 
Notes on the Contents.” ...a 
series of thumbnail sketches. similar 
to the Short Notes Department of The 
Reporter. Y->u should try to get a copy 


ers 


over are 


@ CARTOONIST RAY THOMPSON. 116 
Greenwood Avenue. Wyncote. Pennsy! 
vania produced a humorous, 4 by 6 
inch, 8-page kocoklet to celebrate his 
25 years in the doodling profes 2 
Cover shows Ray presenting his only 
employee (himself) with a broken. dis 
torted gold watch. Inside pages con 
tain crazy testimonials from real and 
fictitious people 
credited to King Features 
Although rejected 
for twenty-five 
keep trying—remember 
happen.” Only the closing page 
tains any serious business. Listed are 
all the and which 
used Thompson cartoons during 
Good work! 


such as this one 
Syndicate 
work 


we ve your 


years, we urge you to 
accidents will 
con 
products services 
have 


the 25 years 


@ HARD COVER BOOKS FOR ADVER 
TISING are rare at least they have 
been rare during the past 10 years 
Most recent exception is 168-page book 
promoted by the Dow Chemical Com 
pany. Midland. Michigan. It's a bi 
ography of Herbert H. Dow. pioneer in 
reative chemistry. Authored by Mur 
ray Campbell and Harrison Hatton. It 
was published by Appleton-Century 
Crofts. Inc.. New York Price: $3.50 
In telling the history of Herbert H. Dow 


THE 


the book naturally tells the story 
of the growth and achievements of the 
Dow Chemical Company. 


@ A WELCOME FOLDER with an un 
usual twist is given to all visitors of The 
Sorg Paper Company. Middletown, Ohio. 
Eight pieces of different colored. 6 x 9 
Bristol are loosely stapled together at 
top left. so all pieces can be fanned out 
First piece simply reads: “Welcome. 
Other sheets give information about the 
company and its products. There's a 
flow chart showing all the officers and 
important the company. 
Also sheets showing the industrial ac 
Middletown, Ohio and the 
meetings of various clubs. It’s a good 
public relations idea to have welcoming 
folders for visitors 


executives of 


tivities of 


@ SPEAKING OF WELCOMING Bill 
Watson and Bernie Fixler issued a clever 
mailing card to announce the move of 
Creative Mailing Service. Inc. to their 
new building at 460 North Main Street 
L. lL. N. Y. Nothing could be 
more effective The card 
by 8 inches. Die-cut 
corners. Printed on velour 
soft to the touch. Just the word 
printed on the velour side in 


Freeport 
simpler or 
measured 51), 
rounded 
stock .. 
Welcome 
stippled effect to resemble a woven door 
mat. On the left-hand part of the ad 
dress side is a sketch of the new build 
ing and also a map sketch of its loca 
tion with a handwritten note from Bill 
You're always 


and Bernie. reading 


welcome to see us in our new home 


@ THINGS ARE MOVING out on Long 
The Cory 
(Adver 


printers) 


Island in direct mail circles. 
don M. Johnson Company 

agency and creative 
have moved to their con 
structed building on the 
Massapequa Road (Route 
107), Bethpage Their an 
nouncement folder was clever. too... 
showing a map making it easy for 
visitors to find the new location 


Inc 
tising 
own newly 
modern 
Hicksville 

Long Island 


@ SPEAKING OF MOVING AGAIN 

several months ago we reported about 
Car! Flath transferring from the Queen's 
Honolulu to the Nassau 
Long Island. Carl 
work and showing his 
in direct promotion. The 
brochure of the current 
season recently by the 
Nassau Hospital under Carl's direction 
Brochure was created and produced by 
the Corydon M. Johnson Company (men- 


Hospital in 
Hospital. Mineola 
is already at 
genius mail 
most beautiful 


was issued 
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tioned above). A super deluxe. 48-page 
plus deckle-edged cover. 11 by 14 inch 
brochure was prepared and mailed to 
1000 top wealthy industrialists and ex 
ecutives in the Long Island area. Titled: 
‘24 Hours a Day.” Dramatically and 
pictorially describes the work of the 
hospital and its need for support. Too 
expensively produced for widespread 
distribution. So same art work and 
copy was adapted for 5000 copies of 
an 8!/2 by 11 less expensive booklet. . 
mailed to a second financial bracket 
in the prospect list. Same art work 
and copy was then further revised and 
adapted for an inexpensive circular 
which has been mailed to 20,000 pros 
pects. Good example of coordinated 
effort . . . and focusing major attention 
on the most likely prospects. 


@ HENRY J. (“HANK”) LINDSAY has 
moved to the other side of the desk. 
On October 1 he joined the Kamb, 
Meteyer. Lindsay Advertising Agency 
14 Franklin Street. Rochester 4, N. Y. 
Previous to that time he was director 
of advertising and promotion of Com 
mercial Controls Corporation and its 
subsidiaries in Rochester and Chicago. 
He has long been active in the pro 
motion of the Electromatic Typewriter 
and the Justowriter. All of his many 
friends will wish him luck in his new 
spot... selling Agency service, instead 
of buying it. 


eee 


@ POSTAGE STAMP SIZE CATALOGS 
were recently issued hy South Bend 
Lathe Works, South Bend 22. Indiana. 
You might be able to get copies of 
these unique pieces by writing to N. D. 
Jackman, Advertising Department. The 
miniature catalogs measure only 2/2 
by 15% inches. But the accordion format 
opens at the flip of a finger to a 35 
by 2'/2 inch strip containing 28 separate 
pages with clear-cut illustrations and 
highly legible (though small) type mat 
ter. describing all important products 
of the company. Originally intended as 
a package enclosure. But has been so 
popular it is now being used for direct 
mail and novelty purposes. 


@ “HOW A SMALL RESORT HOTEL 
used personalized letters to build up 
capacity business” is the subject of a re 
print from the “Hotel Monthly” made 
available by William Schulz of the 
American Automatic Typewriter Com- 
pany. 120 Greenwich Street, New York 
6. N. Y. It's a six-page feature giving a 
detailed analysis of operations and 
showing specimens of personalized let 
ters used. You can get a copy free by 
writing to Bill. Incidentally, this reporter 
will appear. together with Mayer Feld- 
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enheimer and Howard Dana Shaw on 
a full-morning direct mail session at 
the Hotel Sales Managers Convention 
at the Bellevue-Stratford in Philadelphia 
on November 20. We'll probably have 
a whole lot more to say about hotel 
advertising in future issues. 


eee 


@ COTTON TALK is the name of a new 
quarterly house magazine recently pub- 
lished by the Dominion Textile Com- 
pany Limited. 1950 Sherbrooke Street 
West. Montreal 25. Quebec. Canada. 
Unusual size, 8 inches by 8 inches 
Eighteen pages and cover. Typograph- 
ically just about perfect. “Carl Dair 
did the design and typography. Satur 
day Night Press the printing. and Ross 
Purves the work” so says John 
West. advertising manager. who might 
be induced to send you a sample copy. 


@ WHEN USING GADGETS ... it's al 
ways wise to use one which ties in 
closely with your own business. Elmer 
Freeman, sales manager of Kerchieis. 
Inc., 45 Leonard Street. New York 13, 
N. Y. had a good idea in a recent pro- 
motion letter. Heading read: “Spots 
before your eyes!" Pasted under the 
heading was part of a polka dot hand- 
kerchief. Thin enough so that the let 
ter underneath could be seen but not 
read. Lift the handkerchief (tipped only 
at top) and you have the sales message. 
Made each recipient actually feel the 
goods being offered. 


eee 


@ WHY DO THEY DO IT? Phony real 
estate offers have been in disrepute 
for a long time. But some real estate 
developers still insist on pulling out of 
the moth balls the old phony of “giving” 
lots away to important people “instead 
of spending advertising money in news 
papers and on the radio.” Latest one 
from a suburban property developer in 
New Fairfield. Connecticut irritated a 
lot of people. It starts: “We are pleased 
to inform you that in conjunction with 
our 1951 advertising campaign and the 
opening of our newest lake resort. you 
have been selected from your district 
to acquire an allotment of a full size 
lot in—blah, blah. blah, blah.” Wonder 
how many suckers fall for this insincere 
bait. 


@ WE ALSO WONDER why so many 
people think they can violate the postal 
regulations and get away with it. If the 
crooks and the purveyors of porno- 
graphic literature would only read the 
Daily Postal Bulletin from Washington, 
D. C.... they would see that violating 
the regulations and getting caught is 





MEDICAL 
ADDRESSING 
SERVICE 


We maintain a complete mailing 
list of all practicing physicians 
arranged by states and cities and 
by specialty groups. Addressing 
charges are low. 100°, post office 
delivery is guaranteed on mail- 
ings made from our list. Orders 
are handled within a few days. 
Write for detailed counts and 
prices. 


* Accuracy guaranteed 

* Low cost addressing 

® Write for counts and prices 
® 72-hour service 


* Clean address imprints 


Fisher-Stevens Service 


345 Hudson Street 
New York 14, N. Y. 


Inc. 














Tou! 


DUPLICATING 
vy MACHINES 
on DOUBLE AS 
: “ADDRESSING 
MACHINES” 
with 


High-speed, low-cost addressing is now possible 
on duplicating machines. No plates, no attachments 
required. DUPLISTICKERS are the answer. These 
gummed, perforated sheets contain 33 labels. Sten- 
cils or masters may be filed for future use. ideal 
for house organs, monthly bulletins, all duplicate 
and multiple mailings. Package of 25 lettersize 
sheets — 825 labels — 60c at stationery stores. (Also 
special 84x14 sheets for fluid duplicators.) 


Save Time! = 
\ 4 Cot Costs! </F 


pyPLiSTICNERS 
~~ 


Printing Co. 
Street 
a. 


Tureks Specialty 
558 Electric 
Scranton ©: 


DUPLISTICKERS 


are made only by 








LETTERHEADS - LABELS - ENVELOPES 


BULLETINS « 
re aw =6PRINT 


THEM ALL ON A 


asi wef Davidson Dual 


PRICE 
LISTS - 
FORM LETTERS 


son in oper t day. No obligation 
A SUBSIDIARY OF MERGENTHALER LINOTYPE COMPANY 
1048-60 W. Adams Street, Chicago 7, Illinois 


_———e~ AIR MAIL 


Specialists in —— *, PA" 
————+ MERCHANDISE 
_—= POSTAGE SAVER 


and OFFICE SYSTEMS 
——= PACKING LIST 


Outstanding Service —— ‘vst omen ores 


COIN 


THE HOUSE OF ENVELOPES ... AND ENVELOPE IDEAS! 


you'd like to receive our brisk little publication “THE 
POSTMARK you have only to request it Please use 
the coupon below 


AROEN CiTy 
Enves.ore Co. 


3001 WN. ROCKWELL ST. 
Gorden City Envelope Co, 3001 N. Rockwell CHICAGO 18, ILLINOIS 
Chicago 18, il! Phone COrnelia 7-3600 
Please put my name on “THE POSTMARK” moi H 
ing list 
| 
| 
| 
oll 


My Nome 
Compeny 


Address 


simply a question of time. The Post 
Office inspectors are as good as the 
Northwest Mounted Police. They al- 
ways get their man (or woman). A 
recent single-day issue of the Postal 
Bulletin listed 52 individuals for fraud 
orders. That means that none of those 
individuals can receive any more mail 
of any kind. That puts them out of 
business. 


@ THE CHAMBER OF COMMERCE of 
the United States. Washington 6, D. C. 
recently issued a series of three illus- 
trated pamphlets . . . to help clear up 
misconceptions about advertising. These 
‘Fables and Facts About Advertising” 
pamphlets are entitled: “The Man Who 
Couldn't See Beyond His Own Nose.” 
How Cautious Can You Be?” and 
‘Where's Elmer?” The stories are told 
in a light and entertaining way 

answering specific attacks which have 
been made against advertising. Series 
is available for redistribution at $3 a 
hundred. But you can get free samples 
by writing to the Committee on Adver- 
tising of the Chamber of Commerce. 


@ ATTACKS ON ADVERTISING and on 
direct mail are not limited to the United 
States. Fritz Hofheimer. 28 East 22nd 
Street. New York 10. N. Y. sent us a 
tear sheet from the London Daily Tele- 
graph of September 15. In it is a ridicu- 
lous letter to the editor from a rabid 
anti-advertiser who wants to know how 
his name can be removed from all mail- 
ing lists so that he will not be irritated 
and annoyed by circularized advertis- 
ing. Such letters appear to be planted. 


@ FOUR-COLOR CARTOON STYLE 
was used by Caterpillar Tractor Com 
pany for designing a “Motor Grader 
Operator's Handbook.” A 12-page, 8'/2 
by 11 affair. Interesting treatment... 
and shows the operator in an easily 
understood strip picture fashion exactly 
how to handle any situation. Copies 
can be obtained from the Advertising 
Department of Caterpillar Tractor Com- 
pany. Peoria. Illinois. 


@ THE SCREWIEST ATTACK ON DI 
RECT MAIL appeared during the hulla 
baloo over postal rates in the column 
of George E. Sokolsky. The great brain 
possibly ran out of other material, so 
he devoted an entire day's column to 
an analysis of the Post Office Depart 
ment. After defending second class 
rates (the biggest loss in the Post Office 
system) here is what George had to 
say: “As for third class mail, which in 


THE REPORTER 





cludes advertising circulars. the users 
of this service will probably discover 
that for the money spent they can get a 
better return if they advertise in news 
papers. Every morning I receive a heap 
of such circulars. most of which I throw 
away without reading them at all and 
the sender is out that much money. 
Maybe the Post Office could save it 
self lots of trouble by aboiishing this 
category altogether.” Let's hope Mr 
Sokolsky will never become Postmaster 
General. 


@ BE SURE TO WRITE to J. Walter 
Thompson Company. 420 Lexington Ave.., 
New York 17. N.Y. and beg for a copy 
of the 6” x 9". 16 page booklet. titled 
“Direct Mail . .. two mediums not one.” 
Reprint of a speech made by John R. 
McAlpine at the 1951 Business Commun 
ications Conference in Detroit. 

It clearly describes the difference be 
tween direct mail and mail order. De 
bunks a lot of inaccurate theories. Best 
job we've seen in a long long time. 
Coming. as it does, from a top adver- 
tising agency ... the thinking is signifi- 
cant and encouraging. 


@ DIRECT MAIL is being used by the 
Treasury Department in terrific quan- 
tities but at low cost. Wish all Reporter 
readers could see the three enormous 
mailings which were sent recently to 
‘cooperating organizations (such as 
American Legion. Civic and Business 
Clubs. etc.). Must be historically signifi- 
cant. First time in history all these 
powerful clubs and organizations have 
combined on a single objective at one 
time and by direct mail. Earle Buckley's 
Creative Committee furnished much of 
the copy. Harry Porter's Distribution 
Committee is helping on local produc 
tion problems. The Treasury Depart 
ment is sure “sold” on direct mail. 


@ HURRAH FOR LOOK! Hope you all 
saw article starting on page 49, of Octo 
ber 23rd issue of Look magazine. titled 
“Watch Out for the Cancer Frauds”. 
Complete expose of the “dollar bill” 
mailing racket for a fictitious cancer 
hospital . . . also exposed in The Re- 
porter many months ago. These rackets 
have hurt all legitimate charity or social 
service solicitations. It's good for all 
mail users to have the gyps put out of 
business. 


@ MOST HELPFUL is a new directory, 
compiled and issued by The Advertising 
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SLASH DICTATION AND TYPING COSTS 
— GET BETTER RESULTS 


IT’S TRUE— Auto-typist users report that Auto-typed letters out- 


pull ordinary form letters 5 to 1. Ideal for sales letters, credit 


collection, reviving dormant accounts, and a thousand and one 
other correspondence jobs. With Auto-typist equipment, one 
operator can turn out as many as 500 individually typed letters 
per day! Auto-typist quickly pays for itself—pays you profits 
for years after. 


Dual Selector Auto-typist 
has a capacity of 100 
different paragraphs, 
each selected by means 
of a push button 


Model 5060 


The Auto-typist operates any 
model typewriter. Typing 
mechanism is controlled pneu- 
matically by means of a per- 
forated record roll (similar to 
o player piano) 


GET THE FACTS! Learn how business firms 
and other organizations get results with 


Auto-typist. Send coupon today! 


prt tees eres rene -- 


AMERICAN AUTOMATIC TYPEWRITER COMPANY 
Dept. 211, 614 North Carpenter Street 


Chicago 22, IIlinois 


COMPLETELY PERSONALIZED LETTERS THE LOW COST AUTO-TYPIST WAY! 
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y'$ WORTH OF 22-7 


CASE HISTORIES PROVE 
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len-rod RETURN 
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for previous 


Tension Envelope Corp. 

(Factory Nearest You), Dept. 43 

Send me my free copy of Envelope Economies 

Tension's periodic publication of suggestions and 
eas for making mail more effective 


. Firm 
TENSION ENVELOPE Corp. Addres 


City 
Kansas Cit 8. Me 





REPORT OF 
TWO CONVENTIONS 


by Henry Hoke 


NEW MASA PRESIDENT 
S. Mayer Fe!denheimer 


USA and Canada 


re 
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during “Circles of Information” 


a crowd around Nelson Wertzel 
Everyone wanted to know about 
last day of convent.on Nelson Wentzel was presented with an honorary member 
He has been a good friend of direct mail 
founder and first president of DMAA was given a plaque 


See other items in this and future 





OLD- TIMERS 

It was good to see at Milwaukee some 
of the “old-timers who had been 
absent from too many previous conven 
tions. Jess Roberts ‘Retail Credit Com 
pany! came from Atlanta; Ralph Snow 
Davenport Hosiery Mills! from Chotta 
nooga Tenn Arthur Theiss Minnesota 
Mutual Life Ins. Co trom St. Paul 
Ernie Kreig from Minneapolis; Edson Dun 
bor ‘Crocker-McElwain! from Holyoke 
Mass.; Homer Buckley from Chicago, to 
mention a few 

Suggestion to Boyce Morgan ‘General 
Chairman of Washington 1952 Conven 
tion! —wouldn't it be a good idea to ar 
range for an “old-timers” breakfast on 
first morning? Invite as guests of Asso 
ciation all of the old-timers of twenty to 
wenty-five years of convention attend 
ance Let them chew-the-fot They 
might come up with some good suggestions 
for the “younger generation 
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WHAT DO YOU THINK? 


We heard quite a lot of discussion dur 
ing the two recent conventions about the 
possibility or necessity of changing the 
dates ‘or the season’ of the annual meet 
ings. Too late for any changes next 
year for the Shoreham Hotel in Wash 
ington, D. C. has been booked by both 
MASA and DMAA for the week of Octo 
ber Sth to 10th, 1952 

But it seems that many people believe 
a change is needed Mailers are in 
their heaviest drives during September and 
October. They dislike being away from 
their offices Lettershops and printers 
are usually flooded with business 
after the summer lull. Some mail order 
people have complained that if they do 
pick up an idea at the fall meetings, they 
cannot put it to work because mailings 
have already been planned for balance of 
year. April and May were suggested as 
preferred months. Some people, too, think 
the conventions should be held in resort 
hotels away from the distractions of 
big cities 

What do you folks who go ‘or would 
like to go! to direct mail conventions 
think? Write and tell us your preferred 
time. We'll pass along the tabulated re 
sponse to the new officers of both 
Associations 
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HOW HEADLINES 
MAKE BUY LINES 


by Ralph T. Curtis 


TIN ATTENTION 








Ralph T. Curtis . . . 


REPORTER'S NOTE: Ralph T. Curtis is 
an old timer in this business of influenc 
ing people by mail. He deserted New 
York some years ago for a more peace 
ful life at the Rose-Martin Company. 
423 E. 4th, Tulsa 1. Oklahoma. His talk 
at the DMAA convention (illustrated 
with slides) was full of meat. Should 


give you plenty of usable ideas. 
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Do Something Next Year, Do Something Next Year, 
the favorite expression of the Do Nothing Club. 


The time to do pepe is now; tomorrow may be 
too late. The letters D.S.N.Y. were taken from a rubbish 
basket in New York and we feel that too many 


mailings end up in the basket unopened. This is primarily 


due to a poor presentation—a poorly designed 

envelope. The well-planned selling message doesn’t 

stand a chance of being read. Don’t let your mailing returns 
suffer; switch to Cupples “Personalized” envelopes 

and you'll see an increase in your returns. 

It pays to use Cupples “Personalized” envelopes. 

Our Art Department will be happy to prepare a sketch 

for you incorporating any suggestions that 

you may have. This is a FREE service to you. 


(__upples 
envelope co., me. 


360 Fur man Street « Brooklyn 2, New York 
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willa MADDERN, ac. 


LIST BROKER 


215 Fourth Ave.. New York 3. N.Y. 
Charter Member National Council 
Ma ling List Brokers 











better 
production 
brings 

better results 


There's a best way to produce 
direct mail. . . 

MASA members study the best 
most effective. ways of produc 
tion; support research and fact 
linding: share knowledge of im 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re 
sults. 

To check the effectiveness of your 
production source 

Always say. “Are you MASA?” 


Mail Advertising 
Service Association 
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how to make your 


Letterhes 


Represent your Business 





THE PSYCHOLOGY OF 


BUSINESS 


IMPRESSION Your callers form an 


impression of your or- 
ganization from your 
building, reception 
room, offices or sales 
room. Readers of your 
business letters must 
form their impression 
from vour business sta- 
tionery alone. This is 
w hy the design of your 
letterhead, the information it contains, and the quality of 
paper and printing are so important. 

Many useful ideas for creating letterheads that will ade- 
quately represent your business are contained in a portfolio, 
The Psychology of Business Impression. Thousands of busi- 
ness executives throughout America have found value in 
this original contribution to the letterhead problem. A ‘Test 
Kit of 24 basic letterhead treatments, including type speci- 
fications and production processes, is included. 


Write for a free copy on your business stationery. 


NEENAH THIN PAPERS Chis unusual portfolio 
shows vou how mailing 
costs are being cut, and 
office efficiency improved, 
by proper use of thin 
papers for air mail sta- 
tionery, multiple invoices, 
multi-page reports, ete. 
One or more of the Neenah 
Onionskins will fit your 
thin paper problems. 


W rite for a free copy. 


NEENAH PAPER COMPANY 
NEENAH, WISCONSIN 





I'LL NEVER 
USE LETTERS AGAIN 


by Earle A. Buckley 








REPORTER'S NOTE: Whenever Earle Buckley 
of The Buckley Organization. Lincoln-Liberty 
Bidg Philadelphia 7. Pa. is scheduled to 
appear on a program you can depend on 
a humorous. tongue-in-cheek approach to a 
serious problem. The Milwaukee talk was no 
exception Behind the kidding there 
are many important points to remember 
Should be read at least twice 

Instead of the usual portrait to go along with 
Earle’s article. we're reproducing a picture 
made during the Buckley's Organization's 30th 
Anniversary office party last month Earle 
center) and his two sons. Jim (left) and Earle 
Jr. are shown with the “big. bigger and big 


gest cakes 
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Returns increased 


Th by the 


RIGHT Envelope 


Anything that brings a direct mail advertiser that kind 
of bonus is worth looking into, isn’t it? The answer — 
proved by tests on lists up to 250,000 — was a Self-Seal® 
return envelope. 


That is only one of the many opportunities for better 
business and better profits —from the use of the RIGHT 
envelope for the job — to be found in the U.S.E. 
“Handbook of Envelope Products and Purposes.” 


It pays to use the RIGHT envelope. And now U.S.E. 
makes it easy to find just the right envelope for every job. 

If you have already received your copy of the U.S.E. 
“Handbook of Envelope Products and Purposes,” you'll 
find a description of the envelope used in the above case 
on page 38. If you don’t have yours, ask your printer or 
paper or envelope merchant to reserve a copy for you. 


This 144-page, pocket size Handbook — ¥ UNITED STATES ENVELOPE co. 


concise, complete, authoritative — is 14 Divisions from Coast to Coast 


crammed full of new profit opportunities SPRINGFIELD 2, MASSACHUSETTS 


for you. 











4 Booklets 


for Direct Mail 
Training 


1. How to Think about Direct Mail 


k TODAY 


er\ 


Price $1.0C 
How to Think about Letters 


Price $1.0 
How to Build and Maintain 
Mailing Lists 


THE REPORTER 

of Direct Mail Advertising 
53 Hilton Avenue 
Garden City, N. Y 














POSTAL CARDS PAY! 


Send for samples of 
POSTAL CARD & 
HOUSE ORGANS | @ 

that pull ing es 
and build good will ‘ 
3 ORVILLE E. REED 

Howell, Michigan 








DIRECT-MAIL COMBINE-VELOPES 
The 4-in-!} Direct-Moil Soles Package 
Include Outgoing Envelope, Sales 

Letter, Order Form, Return Envelope 

Delivered Ready to Address 





rue 


a 
THE SAWDON COMPANY, INC. 


484 Lexingten Ave.. New York 17, N.Y 


/ PROTECT 





BOOKLETS ,™« 


eckon! 


se 


“That Fellow Rott” 


=i P. Bort, Jr, 64 E. Jackson, Chicago 





So 


TYPEWRITER 
Aovoressin — deny wat 
ENVELOPES—-CARDS—LABELS ' , 
MASTERS—FILL IN 
Archer Business Service 


5054'> Archer Ave 
Chicago 32, I" Bishop 7.1373 
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IW DO YOU KNOW? People 


SIXTY-SIX YEARS 


DIRECT MAIL AND PONTON 


Have Been Partners That Long 





260,000 Manufacturers, giving main office and plant 
addresses; no sales offices included. 

150,000 Wholesalers, Jobbers and Distributors, main 
buying offices. 

1,400,000 Merchandise Retailers; selected by type store. 

500,000 Service Companies; selection by type busi- 
ness possible. 

4,000,000 Business Executives, covering United States. 
Selection can be made by income or occupa- 
tion. 

2,000,000 Home Owners; owners of better class homes 
can be selected. 

8,000,000 Housewives; better class selection can be 
made. 

1,725,000 Professions, including: 

163,000 Physicians 70,000 Dentists 

175,000 Attorneys 18,000 Optometrists G Opticians 
20,000 Accountants 17,000 Chiropractors 

100,000 Engineers 14,000 Architects 

150,000 Nurses 998,000 Teachers 

2,000,000 Career Girls 

3,000,000 Male Factory Workers 

2,000,000 Female Factory Workers. 


PONTON LIST CONSULTATION SERVICE 
IS OFFERED TO YOU AT NO COST 





Sales Office Production Plant 
50 East 42nd Street 44 Honeck Street 
New York, N.Y. Englewood, N_J. 
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PULLED 54% MORE RETURNS... 


Yes Sir, that’s what one user reported 
to us after comparing our 
DIRECT MAIL COMBINE-VELOPE 


with his previous mailing. 


¢ Simple.. e 4 Units in one. 
® Thrifty. . . sove $10.00 to $20.00 per 


thousand in postage alone. 


Mailed out like this 


Your | 


Order Form —_ 
Here Comes back to you like this 


$$ ———_—____ 


y : 

Full Pocket | S 

in Here . 

—————_L_ — s i. . — 
BW Perforation for easy detaching to form return envelope 


Write to any of our plants for details 


CURTIS 1000 INC. 


HARTFORD. CONN ST.PAUL. MINN CLEVELAND. 0 ATLANTA. GA HOUSTON, TEX 








Tested Method for Increasing Mail Order Sales 





Howto Win New Mail Order Customers in Volume 
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@ A UNIQUE IMPRINT is now appear- 
ing in all the publications produced by 
Publishers Digest. Inc., 415 North Dear- 
born Street. Chicago 10, I'linois 

creators and distributors of The Adver- 
tisers Digest, Sales Review, Sales Talk. 
Sales Story. Instead of the usual 
“printed in U. S. A..” editor Philip J. 
Dahlberg has changed it to read: 
Printed in U. S. A.. Thank God!” 


POSTAGE INCREASE 
A BOON TO DIRECT MAIL 


by Orville E. Reed 
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BETTER THAN WHAT? 


by William Baring-Gould 








William Baring-Gould . 


REPORTER'S NOTE: You may have read or 
heard some of this before. Bill Baring-Gould 
Circulation Promotion Manager of Life. Rock 
eleller Center. New York 20. N.Y.. makes a 
lot of speeches. Naturally some of the 
fundamentals have to be repeated They 
are worth repeaiing So we give you his 
talk (without slide illustrations) just as the 


folks at Milwaukee heard it. The principals 


are good for the small mailer as well 
as the large 
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at PRESENTING FOR THE FIRST TIME ANYWHERE— 





30 NEW WAYS 10 
DOUBLE 
RETURN CARD 
PERCENTAGES! 


These ideas are exclusive! 


Never before revealed, 


explained, offered or publicized 


There are 30 different ideas on 30 dif- 
ferent pages in this file folder on how to 
increase Return Card Percentages. 

No idea in this folder has sold for less 
than $100.00, several have sold for as 
much as $500.00. So you get over 
$3,000.00 worth of tested and proved 
ideas on how to increase Return Card 
Percentages. 


If only one idea increases your returns 
only 1%, it is worth many, many times 
the cost of only $3.00. 

We claim that you will find many ideas 
that can hypo results, increase percent- 
ages, double the effectiveness of your 
direct mail or mail order promotion. 

If you don’t fully agree, your money will 
be unhappily returned within 10 days. 





ONLY *3= 


FOR COMPLETE KIT 
ON OUR GUARANTEED 








MONEY BACK OFFER! 


IRVING LEVY INC. 


670B FIFTH AVENUE 


NEW YORK 19, N. Y. 
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460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 
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1500 Different Categories 
Local @ National @ International 


Country Clubs Office Managers 
Credit Buyers Office Workers 
Dog Owners Pilots 

Defense Contractors Professional! People 
Engineers Property Owners 
Factory Workers Purchasing Agents 
Farmers P. X. Stores 

Fieet Owners Religious Groups 
Fraternities Retail & Dept. Stores 
Business Executives Gift Parcel Buyers Scientists 

Business Women Golfers Sportsmen 

Buyers (Store) Govt. Employees Stockholders 
Canvassers Home Owners Teachers 

Car Owners Housewives Teen-Agers 
Catholic Buyers Instaliment Buyers Television Owners 
Chain Stores Mail Order Buyers Top Salesmen 


happet t 1 1, SO Agents 
1 Airplane Owners 
the job ver n ! Alumn 
Architects 
. Army & Navy Stores 
rm Na 10 Dett Luc Associations 
s : : Authors & Writers 
uthoug Brides 

} } Brokers 


who happen 


to Say $ 


Charity Contributors 
Church Societies 


Mail Order Houses 
Manufacturers by Industry 


Treasurers 
Vacationists 
Veterans 


Civil Service Lists 
Clergymen 

Club Members 
Clubs 

College Students 


Neighborhood Lists 

New Businesses Wealthy Men and Women 

New Mothers Wholesalers 

Nurses Yacht Clubs and Members 
Yacht Owners 


Mailing List Catalog Free on Request 
Write for a Copy on Your Letterhead 


Ask our Research Department for Information on Special! Lists for 
Fund Raising, Public Relations, Market Research and Special Projects 
Our Representative will be on deck all during the Convention, for list Consultation 


PHONE OR WRITE FOR DETAILS 


WW INTERNATIONAL LIST CO., Inc. 
565 Fifth Ave. © New York 17 © PL 3-0833 
a Miami Branch: 3162 N. Miami Ave., Miami, Fila 
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It staples automatically . . . 


t i 


some 


. as fast as you 


iwwoeut 


instantaneously . . 


home insert the work. 
\A ho ‘ 
ouse? No time lag. No motor, no hand 
We or foot controls. 
Standard type staples Reload from 
the front without removing a single part 


Do as thousands are doing .. . 


“fasten it the modern 


Stoplex 


slurbs 
> 


Portable weighs only 12'2 pounds 


trom ohn 


Write for illustrated folder and specifi 
cations. STAPLEX CO., 68-78 Jay St 
Brooklyn 1 
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rraph € ght To us, 


heeler means when } 


Still another vote of confidence . . . a result of the 


satisfactory service that won for ILB 


so many repeat clients. 





INDUSTRIAL LIST BUREAU 
45 Astor Place, New York 3, New York 
GRamercy 5-3350 
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llustrated letterheads birds as the “bleary 
form of line or wash vested interest, the 
toons. Here are a tew ‘ gentry he buff-tinted due 
rs which use this tech bil Another of these reader sug 
sa merchandising let hat we sort of liked and used 
me These mer | ng ot this letter was 
re prepared by rd called “the rosy-breasted push 
ng Promotion ver.’ One or two somewhat humorless 
t cost to TIMI people complained—and we finally sub 


n with copies stituted another reader suggestion: “the 


salesmen and 
picture magazine, it 

iphic illustrations in 

being the most ap 
medium. Here’s such 

a mailing that talks 

way you can travel the world 
of LIFE. And 


1ich almost the en 


pages 

wl 

s letterhe id The « py 
iis crowd is 


too can 


| | 
lored iet 
! 
ind renewal 
ictters on t 
we ve used 


lature 


TO THE BUYER of LETTERHEADS 


If you 
you 


will mail us a copy of your present letterhead, we will send 
7. A firm quotation on your next supply of letterheads 

A portfolio of samples from our “Library of Famous Letterheads.” 
‘Before-and-After” examples of modern letterhead design 


thts material and no obligation 


PEERLESS LITHOGRAPHING COMPANY 


4305 Diversey Ave., Dept. 411 Chicago 39, Ill 








Price only $2.00 postpaid 


GET THE FACTS 
ABOUT PHOTO-ENGRAVING! 


iwers t nund is photo-engraving questi n 
e ava:labi u now, in 108 pages—lavisl 
1 whit and color. Just P 
ur che ey Jer in the next mail 


HORAN ENGRAVING COMPANY, INC. 
44 WEST 28th STREET, NEW YORK 1, N. Y. 
Telephone MU 9-8585 Branch Office: MArket 2-4171 
“24 HOUR SERVICE” 


Black & White, Benday & Color Process 
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ome reason. we 

the August issue 

e Buck Glass Com 

and Lawrence Street. Bal 
The editor is our old 
Jerry P. Fleishman 


CORDIAL CONTACT 


ANOTHER GRIPE 





Lahubwimthame:... 


j ( 
\ 


BOOKBUYERS LISTS, INC., 363 BROADWAY, NEW YORK 13, N.Y.- WORTH 4-587] 


ued 





George R. Bryant Company, Inc, has acquired exclu 
Sive »wnership of all ur mail rder_ lists In the 
future, inquiries for our lists should be directed to his 
New York, Chicago or Los Angeles offices 

The woy is open now for us to devote all our time t 
the other part of our 8 year old business addressing 
and mailing for mass mailers. Because of our unique 
location, mailers can buy exceptionally fast and flexible 
addressing and mailing at very low cost up to 
1,000,000 pieces per week. Quotation by return mail 


‘Dan’ Shone - ALLIED AGENCIES 


527 STATE ST., KNOXVILLE, TENN. Phone 4-3116 








REPORTER'S NOTE: A gripe wort 
ng sarbor pies are often un-unde 
abie because letterhead is missir 


we should a se spe 
> CONES eapenaen New York, May, 12990, 
Veer Sirs 
CAT CROSSED THE As there are at the present tims nearly 
3,000 Edison Mimeographs in use in Now York for 
STREET ? ?? manifolding, it may be possible that you have 
. One; but if not will you grant us the privilege 
of showing you in your office what this inven» 
tion of Mr, Thos, A, Edison will do towards 
Saving dollars and cents in printing bills? It 
copies, in almost unlinited numbers, any hand- 
writing or type-writing, on your regular office 
paper, Send postal card to 
A,B,Dick Company, 
(Miasograph Copy) 32 Liberty Street 


ANCIENT DIRECT 
MAIL 





SUNSET MOVES TO 
THE COUNTRY 





Business Services Financial and Technical 
Business Services—Kesearch and Technical 
Business Service Miscellaneous 


Construction Equipment 


( onsumer Products Miscellaneous 
Education and Educational Lnstitutions 


bn elope Manufacturers 


Financial Lnstitutions 


Food Products 
Fund Kaising 


Purniture Fis ind Ploer Coverings 
Heating in ind Kefrigeration 


Home Appliances 


Hotels Kesorts and) Restaurants 


Industrial and Institutional services 
Industrial snd)= sdInstitutional Supplies 


Industrial Mach and Tools Necessors 


haquipment 


Industrial Machinery and Tools—Heavy EKauip 


ment 


Industrial Machir Supplies 


Best of Industry Winners 
In DMAA’s 1951 Contest 


Paper Manufact 


Paper Specialtic 


Petroleum Prod 


supplies 


Vharmaceuticals 


Vherm ice 


Business 


Art 


Printers 


Business Printers’ Specialties 
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CLASSIFIED ADVERTISING 











ADDRESSING TRADE LETTERSHOP WANTED > 
M. Victor—Addressing for the Trade 


STerling 9-8003 
ADVERTISING AGENCIES 





MAILING LISTS 


‘FOR SALE 
ADDRESSOGRAPH CABINETS 


133 lock end trays 





MAILING LIST CARDS 





HELP WANTED—MALE 





BEST.OF-ALL-INDUSTRY GRAND AWARD 


a OFFSET CUTOUTS 
HELP WANTED . 
SPECIAL LOW COST CAMPAIGN AWARDS 


ngeles 





LIST SERVICE WANTED 





HOW TO THINK 
ABOUT DIRECT MAIL] srs snonecne 


reprints of the complete 


ured in October 195] 


Now available 1 52 pages. 6 x 9 booklet form 
putliine for a dire mau training program which app 


issue of The Reporter 


Price $1.00 for individual copies: 25 jiscount for bulk lots of from 25 to 250 


31/3 discount on lots from 250 to 500; 50 off above 500. Back cover 
blank for imprints of producers who want to distribute booklets to customers 
This outline for direct mail thinking has w the approval of hundreds of 


educators. sales and advertising managers and creators of direct mail 


THE REPORTER of Direct Mail Advertising 


Garden City, N. Y 


53 Hilton Avenue 
THE REPORTER 

















DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE 


ADDRESSING 


ADDRESSING TRADE 


ADVERTISING AGENCY 


y 


er 


ADVERTISING AGENCY PRERSONNEL DIRECTORY 


ADVERTISING ART 
ALTOMATIC TYPEWRITERS 


ALC TOMATIC TYPEWRITING 


nooks 
COLLATING MACHINE 


COPYWRITER 


DIKECT MAI 


DIKECT MATL HQUIPMENT 
ELLIOTT STENCHEL CUTTING 


ENVELOPES 


*1 F 


ENVELOPE SPECIALTIES 
5 4 


& 
Hetsk ORGANS 
“IMPRINTERS SALES LITERATURE 
LABEL PASTERS 
LABELS 
LETTER GADGETS 
4 ‘ 45th 
LETTERHEADS 


MAIL ADDRESSING STICKERS 


ADVERTISING SERVICES (Lettershops 


Se e 4 


NOVEMBER 


N 


¥ 


PER YEAR 


Canada 
6m 


MAILING LIsTsS—Brokers 


MAILING LISTS—Compilers & Owners 


VATCHED ®TATIONERY 
VESSENGER sun vic F 
VETERED MAIL FQUIPMENT 
VMICKOLTILMING 
MELTIGR APH SUPPLibs 
OFFSET PRINTING 


PAPER MANUPACTURERS 


PHOTO ENGRAVERS 


Ves 4th 


PHOTOGKAPHS 


PLATES & STENCILS 


PRINTERS & LITHOGRAPHERS 


4 
PRINTING FQUIPMENT 
eveland 5. Ohto 


STAPLING MACHINE 
6* s 3] 
STENCIL CUTTING & ADDRESSING 


TKADE ASSOCTATIONS 
s ‘ 


TYERKS 
TYPE FACES 


TYPEWRITERS 


VITAMINS AND MINERALS 








SHORT NOTES 
DEPARTMENT 


Specialty Institute. Inc., 6053 Pine Street 
Philadelphia 43. Pa Write to Joseph 
M. Segal. Director 

1952 Edition is being published in 
three volumes. First one released on 
October Ist. contains complete informa 
tion on advertising premiums and nov 
elties manufactured by about 2500 firms 
Gadgets, calendars, pens. pencils and 
whatnots in about 800 classifications 
Volume Two (out late October) will 
cover specialty jobbers and Volume 
Three (out in December) will report on 
trade customs in advertising specialty 
business. 

The three directories are sold only as 
a group ($10.00 for the set). This r 
porter thinks it is a tremendous job 
Needed And well done 


@ THE CHICAGO FEDERATED ADVER 
TISING CLUB has been conducting a 
series of direct mail clinics under the 
chairmanship of Robert Stone. Seven 
sessions running consecutive Friday 
evenings starting September 28 and 
ending November 9. Eighteen direct 
mail experts have been appearing as 
teachers and counselors . covering 
111 subjects connected with direct mail 
The trend toward more down-to-earth 


direct mail education is growing 


@ BEST IDEA of the MASA Convention 
n Milwaukee (we forgot to mention it 
mn our report on page 13) was the 
Early Bird Breakfast.” It was scheduled 
for 7:45 A.M. on October 15 (after a big 
party night). This reporter decided to 
be there early just to see how many 
showed up. The big dining room of 
the Schroeder Hotel was jammed even 
before 7:45. Doubt if more than five 
registered delegates failed to show up 
Everyone had same breakfast 
served on big platters Program was 
conducted by the West Coast members 
dressed in cowboy and cowgirl trim 
mings. Nine speakers, each with one 
good usable idea Jammed through 
their presentations in less than one hour 
One of the most enthusiastic. worth 
while sessions | have ever attended 
A good way to get a convention going 
early. Price of breakfast was included 
in registration fee 


@ ANOTHER EXAMPLE of pocket-sized 


annual reports just came to our atten 


tion. Published by the Acacia Mutual 
Life Insurance Company. Washington 
1,D. C. Forty-four pages. 5 by 8 inches. 
Nothing glamorous about it. Just a 
straight presentation of the company's 
activities without illustrations. 


@ CLOTH BAG CONTAINERS were 
popular some years back. The Reporter 
used one as a gadget (“in the bag”) for 
promoting advertising in the October 
pre-convention issue. Made a hit. Bill 
Erskine, J. Walter Thompson Company 
Ltd.. Dominion Square Building. Mon 
treal. Quebec, Canada just sent us a 
bag mailing he designed for the Woods 
Manufacturing Company. Limited, P. O. 
Box 1860. Place d'Armes. Montreal. The 
Woods Company manufacture bags of 
all kinds so Bill designed a miniature 
344 by 4 inch. 16-page booklet. die 
cut in the form of a bag. The cartoon 
style story on succeeding pages told 
of difficulties of shipping small parts in 
boxes . and naturally concluded with 
how simple it was to ship in small cloth 
bags with address label attached. The 
miniature booklet was packed in a 
sample cloth bag. A natural tie-up 
Made an effective attention-getting mail 


ing piece 


@ A TRICK QUIZ PIECE created a lot 
of attention for the Hallenberg Press. 
Inc., 114 North Seventh Street. St. Louis 
1, Missouri. An attractive 5 by 6'/) inch 
4-page folder carried on the inside a 
gold-foil tip-on with a reproduction of 
a verse from the Star Spangled Banner. 
Above verse was a full-color American 
flag against a blue sky background. 
The die-cut cover revealed part of the 
flag inside and had this title: “So You 
Think You Know The Star Spangled 
Banner A memorandum attached to 
the folder and signed by O. T. Hallen 
berg president read as _ follows 
There's an error in the lyrics By 
actual count. one out of 30 have found 
it—can you? Try it on your friends 
If they can't help call —— Yours 
truly. (signed) O. T. Hallenberg This 
reporter failed on the test. Couldn't 
find the error. And had a heck of a 
time trying to find a true copy of the 
Star Spangled Banner. A good stunt. 
Whether it sold printing is another 
question. But the colorful printing on 
gold foil sheet was a good example of 
Hallenberg’s work. 


@ THE RABBIT STORY in our August 
issue (remember the cover?) has had 
considerable aftermath. We have had 
numerous reports about the use of the 
Rabbit Habit in building up mailing 
lists. Ed Wescott. sales promotion man 


ager of Bankers Life Insurance Com 
pany of Nebraska. Lincoln. Nebraska 
(who developed original idea) sent us 
a copy of his September issue of “The 
Broadcaster.” which carried a complete 
story of the results of the Rabbit Habit 
promotion campaign. On page 4. Ed 
ran a spread showing The Reporter 
cover and also reproductions of some 
of the letters he received from Reporter 
readers scattered all over the country. 


@ THE PHILADELPHIA INQUIRER is a 
great paper ... but the Circulation 
Department sure irritated a lot of ad 
vertising people in the suburban area 
by a recent third class permit mailing 
addressed to “Rural or Star Route Box 
holder.” Printed in large type at the 
left-hand corner was the word “Con 
fidential.” There was not a darn thing 
confidential about the four enclosures 
in the envelope. Only an offer of five 
weeks, 30 issues for $1 
cular describing the various features 
in the paper. It's a good rule not to 
try to trick your readers whether 
they are newspaper or direct mail 


with a cir 


readers. 


@ ARTHUR A. WETZEL of Wetzel 
Brothers, 444 North Broadway. Milwau 
kee 2. Wisconsin was elected president 
of the Printing Industry of America dur 
ing its Boston Convention, week of Oc 
tober 22. Congratulations to Arthur and 
PIA! The new PIA president is also 
on the DMAA Board and served as co 
chairman of program committee (with 
Larry Chait) for Milwaukee DMAA Con 


vention 


@ WONDERFUL PARTY at Davis. De 
laney. Inc., 141 East 25th St.. New York 
10. N. Y¥. on October 25th 
brate installation of world’s largest 
fastest. multicolor press. Those invited 
saw first job going through 

five colors at one time on maximum 
sheet of 52° x 76” at 3500 sheets per 
hour For a printing thrill . . . you 
should see this press operating or 
write to company and get well executed 


to cele 


explanatory folder 


@ THE DOLLAR VOLUME of direct mail 
advertising used by American business 
during the first nine months of 1951 was 
$776.704.868. This represents a gain of 
14 over the corresponding figure of 
1950. For September 1951. The Direct 
Mail Advertising Association reports the 
dollar volume to be $85,160.242—a gain 
of 12 over September 1950. 
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a it, sit. 
ammer 


Yes, you'll find that Hammermill Mimeo-Bond will 
step up your office efhciency in many ways. t’sa 
timesaver— 5,000 copies from a single st encil, and 
every one clear clean, easy to read, the 
kind that invites r and creates sales 


And Hammerm!] 


and seven distinctive colors, enabling you to { 


imeo-Bond comes in white 


“More overtime in the 
stencil department! 


How can we stop it?” 


your mimeographed pieces on a ‘“‘signal system 
color’”’ readily identified as your own. Send the 
coupon for an up-to-date sample book 
We'll include the Hammermil! idea-book, “‘Better 
Stencil Copies,’’ which will help you get the best 


out of your stencil duplicating equipment. No 
J t 


ued 


cost or obligation 


You can obtain business printing on Hammermill papers wherever you see this OSY 
Ge 


shield on a print shop window. Let it be your assurance of quality printing 


p-------------- 


HAMMERMIL, | 
MIMEO-BOND | 
: | 

| 


HAMMERMILL MIMEOGRAPH PAPER 


LOOK FOR THE WATERMARK iT 1s 
HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


err Paper ¢ 
East Lake Road 


send n 


P t write P e tt ead 
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Christmas 195) 


a Gain it’s Christmas: As tue pav hom- 

E AGC to the nativity of our Saviour, Iet 

EUs in our devotions rejoice and give 

© thanks for the privilege of being free 

—X® inen—Americans—free to worship and 
to conduct our dailu lives without fear of perse- 
Cution. Let us preserve that heritage. sss ass 
Cetus profit bu the teachings of Christ to be char- 
itable to our fellow men—Iet us prau for those 
Wwho are burdened with the voke of turanny, for the 
sick and those in grief—for unity among nations 
and for divine Guidance to our chosen leaders to 
Work in harmony. es es ass Let us not forget to 
prau for those gallant men and women in our armed 
forces that their patriotism and sacrifices shall not 
bein bain. Ever onward, Christian soldicrs sss ass 


INTERNATIONAL PAPER COMPANY 





